ABSTRACT: This scientific approach was triggered by the interest to analyze the ability of Romanian higher education to use the marketing strategies, such as the use of promotion, (as instrument of the marketing mix), as strategies of boosting their competitive advantage. The research final conclusions highlight, however, an incipient crystallization of this ability, standing by the initial statement, according to which the Romanian higher education institutions have not yet reached the maturity level in using the marketing instruments, which calls for, in a fairly foreseeable future, the need to adjust their using manner.
INTRODUCTION
Our scientific approach consists in the performing of a research in the field of educational marketing and, more concretely, with respect to promotion, as instrument of the marketing mix [2] used by the Romanian higher education institutions.
The consolidation of the attractiveness of the higher education institutions at the international level correlated with the national level, classifies within the set of objectives promoted by Europe 2020 Strategy, [6] which calls for a real involvement of these institutions.
The "substance" (objectives, evaluation and operational elements) and institutional (agreement between the actors, resources, procedural rules) reconfigurations to which the educational system is subjected, as well as the results of these transformations, significant as depth, extent, but also from the perspective of the limited time within which they must be achieved, raises the interest in capturing an image of the ability of the Romanian higher education to use strategies for boosting their competitive advantage, such as the marketing strategy.
The new reconfiguration must demonstrate the ability of the higher education system to ensure the correlation between its educational offer and the labour market, for the purpose of facilitating the gaining of the key competences promoted at the EU level and of raising the awareness of the social partners towards the education-related issues.
The main goal of this paper is represented by the supply of clear and concise information with respect to the key-aspects noticed in relation to promotion in the area of the Romanian higher education, inserted in a high competitiveness context. From this perspective, the paper aims to highlight the improvement degree, qualitative and quantitative, of the manner of information spreading by the Romanian state and private universities, with respect to everything that their public interaction, for the purpose of stimulating these interactions, in a direct or indirect manner (according to the concrete instruments used: publicity, public relations etc.) [4] .
The paper is structured in two main parts. A first part consists of the synthetic presentation of the research results at the moment of presenting the work in progress, preceded by the evocation of the objectives targeted in the research, as well as of the main difficulties that the Romanian universities face in their process of promoting their own values and images. The second part of the work consists in the comparison of the results of the two stages, the current one, and the one mentioned in the work in progress, for the purpose of painting a picture, as faithfully as possible, of the problems faced at present in the promotion of the Romanian higher education.
RESULTS OF THE STUDY REGARDING THE PROMOTION DEGREE OF THE ROMANIAN HIGHER EDUCATION
The methodological approach associated to the preliminary research, but also undertaken by the subsequent research, analyzing the experience of the last years with respect to the promotion policy used by the Romanian universities, identified in a first stage a structured set of problems.
They mainly refer to:
 a common base, of the bachelor degree university studies cycle and of the master degree cycle, which indicates problems regarding the difficulty of putting together the enrolment file by the candidate (high number of documents, registration fees); weak organization of the admission process; lack of modern technology for data centralization; slow admission process; high number of candidates; difficult information communication, in what concerns the admission.
 problems specific to the bachelor degree university studies cycle, namely, lowering of the quality of the Baccalaureate exam (high passing degree, but the results do not reflect the training of the future university students).
 problems specific to the master degree university studies cycle, involving mainly the inability to coordinate the studies graduated with the offer of the labour market and the high diversity of the candidates' profiles (the background of the bachelor degree different from the field of the master studies).

The identification of the marketing measures that contribute to a better anchoring of the positions of higher education institutions and which lead to an improved attractiveness, as well as to the maintaining of the students enrolled, within master degree studies, is possible by analyzing indicators which preponderantly reflect:  degree of visibility and impact of educational institutions on the educational market.
 degree of using the marketing instruments for the purpose of attracting customers -current students.
 candidates' perception with respect to certain characteristics of the educational institutions: experience and tradition, degree of trust, national and international recognition, prestige of the teaching staff, conditions for studying and housing, publicity.
 candidates' perception with respect to the range of specializations offered by the universities in relation to the labour market requirements.
Within the methodological framework followed, the educational market is limited to the 87 universities in Romania (56 public higher education institutions and 31 accredited private higher education institutions), the candidates for admission to the universities, as well as the university students (undergraduates, postgraduates and doctoral students).
In the preliminary stage of research, the evaluation of the manner of promoting the university values and image focused on the field of administrative sciences, taking as reference the Faculty of Public Administration within the National School of Political Studies and Public Administration, hereinafter called FPA-NSPSPA.
In this sense a pilot-questionnaire was elaborated, which comprised 10 questions and was especially aimed at: dimensioning the image of the university perceived by the candidates; identification of the manner of attracting the candidates towards the university; the degree of trust given to the university by the candidates.
In addition, in order to complete the information, indirect sources were also used, sources that emphasized the pro-active degree of the university behaviour, as well as the website or other documents, such as the activity reports or other decisions of the university structures or those involved on the educational market (for instance, those regarding the offers of scholarships and jobs) a.s.o.
The conclusions derived from the first stage of research, from the comparative analysis performed on the 87 state and private higher education institutions, were not at all encouraging, and highlighting an incipient use of promotion as instrument of the marketing mix, in spite of its possibilities.
These results are due to the low effort made by the universities in order to consolidate their position on the market served and it could be consolidated by running sustained activities in the following directions:  providing the concordance between the offered studies and the labour market, with focus on presenting the finality, namely the perspectives after completion of studies and the possibilities of employment after graduation.  a high extent of the criterion the average is more important than the option, which exceeds even the value of the weight of the criterion afferent to the quality certification (Quality certification is performed by RAQAHE (AcronymRomanian Agency for Quality Assurance in Higher Education. In original, ARACIS). This organism verifies if, from the institutional point of view, there is a management that ensures the quality of the study programs and that the academic standards for granting the graduation diplomas are observed) of the universities analyzed, within the set of criteria used to analyze the degree of promotion of the educational offer, have high incidence, being, in general, a characteristic of universities holding a position of monopoly on the educational market, supported by its geographic positioning and the supply of an educational offer in a specialization field in which the university has no competition.
On the basis of these preliminary observations, the research concentrated its efforts within an extended analysis, both from the viewpoint of the number of universities studied, and from the perspective of enlarging the investigation area, more precisely on the cycle of master degree university studies, special attention being given to the study of the monopoly position, in this second part of the scientific approach.
ACTUALITY AND PERSPECTIVES
The results and conclusions of the initial approach deepened the research directions, such as the pilot-questionnaire was modified in order to include a thorough investigation on the area of the problems raised in the work in progress. The modified variant was sent, in a first stage, by means of emails, to a number of 50 state and accredited private universities.
The difficulties in the communication sphere with these universities were immediately felt, in the sense that only 4 universities, all in the category of state universities, answered and showed wide openness, either by including the questionnaire in their monthly newsletter, or distributing it to the candidates at the moment of registering for the bachelor degree or master degree university cycles. The communication barriers significantly made the research more difficult, as time, procedure, volume of information, and, for this reason, the complexity of certain aspects could not be captures through an exhaustive research.
In order to complete the lack of information, but also to compensate the need of a wider research team, a selective research was performed, on the basis of samples, for which a reduced number of universities were selected.
In order to obtain the representativeness required by proper sampling, the territorial criterion was used, the universities being selected from every historical province of Romania (Moldova, Dobrogea, Muntenia and Transylvania).
Following the application of the questionnaire, on a sample varying between 60, and, respectively 475 subjects, depending on the number of candidates registered for admission to the two university cycles, the centralization of the answers, aimed at the main objectives targeted by the questionnaire applied in the second stage of research, is illustrated in Tables 1, 3 , and 4. *Observations:
1. The results contained in Table 1 represent the average weight at the national level and are valid for both university cycles, bachelor, respectively, master degree.
2. Table 1 highlights several important observations regarding the impact of the informal and formal information sources on the candidates' perception with respect to the visibility of universities.
In what concerns the weight of the informal information source, "word of mouth" marketing, this places, for all historical provinces and for both university cycles, within the interval 20-30%, the distribution of the contribution of each type of informal source (Friends / family members/ High school colleagues/ Teachers/ Students/ graduates of the university analyzed) within this interval varying from one university to another, but also from a level of the university studies cycle to the other.
With respect to the weight of the different types of formal sources, the situation presents as follows:
 Advertising materials (banners, flyers, posters) determined an increase of the university visibility, with a percentage situated, at the level of the entire country, for both university cycles, within the interval 3%-25%, the concentration of minimum values being observed preponderantly in Muntenia, Transylvania and Dobrogea, and the one corresponding to the maximum values in Moldova.

The degree of coverage of the promotion campaigns by means of mass-media presents a similar evolution, the maximum weight of its contribution being, however, inferior to the one given to advertising material, the layer of its contribution presenting a value comprised between 4-20%. The distribution of minimum values maintains in Muntenia and Dobrogea, but the one corresponding to the maximum values, comprising Moldova, also extends to the other province, Transylvania.
An important information source is the Internet page (the official site) of the faculty/university, which significantly contributes to the increase of the degree of attraction of candidates. From these pages gathered information a number of
Promotion by means of participating to different educational events (ex: fairs), which present a high degree of university-candidate interactivity, presents a significant weight in the areas Moldova, Muntenia and Transylvania, and a low one in Dobrogea, the average weight at the national level, for both university cycles, being situated within the interval 1-17%. This value is supported by the reports regarding the organizing of a largest educational event in Romania and in Eastern Europe, Romania International University Fair (RIUF), which is being organized in Romania starting with year 2005. According to the own evaluation reports [5] , in the 6 editions organized in Romania, a low number of Romanian universities participated, but a constant trend can be seen for the last three editions (2008, 2009, 2010) , as can be notices in Table 2 . Legend: IS = state higher education institution; IP = accredited private higher education institution  Also, a very low percentage of candidates mentioned other sources of information, apart from those presented in the questionnaire (outdoor means, magazines dedicated to university admission, national newspapers a.s.o.), at the national level, for both university cycles, registering a value below the threshold of 1%. 
Level of prestige of the teaching staff

At the national level
Offer of scholarships and other facilities
At the national level
Quality of study and housing conditions
At the national level *Observations: 1. The results contained in Table 3 are valid for both university cycles, bachelor, respectively, master degree. 2. The results cover two levels since, for each historical province, there were recorded values belonging both to the High and to the Medium level.
In what concerns the factors that influenced the candidates' option to enrol in certain universities, these are illustrated, for the bachelor degree university cycle, in Table 4 . * Observation:
1. The values in Table 4 represent the maximum values reached by the influence factors, for each historical province, and are valid for the bachelor degree university cycle. 2. Table 4 confirms one of the initial research hypothesis, namely the fact that one of the factors tremendously influencing (almost 100 %) the candidate's decision to enrol in a particular university is represented by the legal form of the university, state or private, the candidate choosing one form or another, depending on his/her personal interests.
In second position, with a maximum weight that reaches almost 100 %, but not for the entire national level, is the admission modality. This criterion is leading for the historical province Transylvania, together with other two factors with dominant influence within this area, namely the recommendation of different persons (a maximum of 93%), as well as the relevance of the faculty profile in the candidate's residential area (a maximum of 60%).
The rest of the influence factors presented in Table 4 , although with an important impact on the candidates' perception (covers one third of the total candidates registered for the bachelor degree university cycle), presents the same distribution throughout the country territory, from the point of view of the maximum reached by their weight.
For the master studies university cycle, as dominant criteria that were at the basis of the candidates'; option to enrol in a particular university there are the criterion of competences of the teaching staff (weighted average 30-40%) and of the existence of the correlation between the educational offer and the labour market requirements (weighted average 45-55%). The criteria admission modality and legal form of the university are losing importance, placing on a low level, 25-30%, respectively, 35-40%. For the other influence factors, the picture of their distribution is similar to the one for the bachelor degree university cycle (Table 4) , with the observation that the maximum value of the weight for each of these factors registers an overall drop of 40-50%.
For the master university cycle, the modifications occurred in the decrease or increase of the weight held by certain influence factors is justified to a high extent by the fact that for these studies are enrolled candidates who graduated the bachelor degree university cycle within the same university (average weight is around the value of 80%), thus being "familiarized" with the faculty image, with the degree of competence of the professors, as well as with the educational offer.
The increase of the interest of the registered candidates for the master university cycle, for attending specialty course that facilitate their insertion on the labour market, is also due to the fact that obtaining a bachelor degree diploma, in general, did not ensure their integration in a categorical manner, fact also reflected by the answers obtained for the question To what extent did the graduation of the bachelor degree university studies correspond to your needs of professional training and development...? and with are polarized to an equal extent (an average of 35% for the entire national territory), by the scores sufficient and to a high extent.
Modern promotion instruments. ECTS Label and DS Label
The elaboration by the university of the marketing strategy is preceded, as an obligation, by the achieving of an important pillar, namely positioning: of the institution, the service provided by it etc. [1] It allows a solid joining of the strategy with the subsequent marketing instruments, since it facilitates the construction of a distinct and favourable position on the educational market, in relation to the competition, contributing to the increase of trust of the target-audience targeted by the strategy, implicitly of promotion and of the probability to attract its future candidates. A manner of achieving this positioning and, at the same time, a modern marketing instrument, is constituted by the obtaining by the higher education institutions of the honorific distinctions awarded by the General Direction Education and Culture within the European Commission, if they demonstrate excellence in the application of the European Credit Transferring System (ECTS) and/or of the Diploma Supplement (DS).
The institutional advantages are significant, the obtaining of at least one of these two distinctions contributing to a very high extent to the increase of the national and international prestige, to the consolidation of the institutional identity, to the obtaining of the statute of trustworthy partner within international cooperation. However, another important advantage, from the perspective of the objectives targeted in this research, is the increase of trust and loyalty of the future candidate in the entire range of educational services offered by the university in a responsible and standardized manner at a very high level quality, thus consolidating the university promotion policy, as well as the policy for attracting and keeping the future candidates.
In a very practical and innovative manner, ECTS Label and DS Label represent, in fact, differentiation mechanisms of the educational offers (The expressions ECTS and DS Label represent European certification instruments that offer guarantees to the "clients" of the universities holding these distinctions, in relation to the observance by these universities of the European standards in the field in which they are awarded) which reveal an increased quantity of information, for the purpose of increasing the trust of the final "consumers" of the services offered by the universities. It facilitates nearness within solidarity relations of the educational market actors.
However, surprisingly, especially due to the fact that the execution of the application by the universities does not consist in a very laborious procedure, a low number of universities that obtained these distinctions are registered.
The results obtained following the round on the date of January 15th, 2010, by the universities that applied for obtaining the ECTS distinction, respectively DS Label distinction, according to the data presented by the Education, Audiovisual and Culture Executive Agency (EACEA) (EACEA is responsible for the management of certain parts of the EU's programmes in the fields of education, culture and audiovisual) are comprised in Table 5 . Country of origin of the applicant universities, as well as the number of applications obtained
Turkey (2) Austria ( *Observation:
1. The only higher education institution that applied for obtaining the ECTS Label distinction is a state university from the historical province Moldova, however, within the selection, the candidacy proposed was rejected.
CONCLUSIONS
The scientific approach performed highlights the crystallization in incipient stage of the ability of the Romanian higher education, state and private, to use strategies for boosting their competitive advantage, such as the marketing strategy.
The comparative analysis performed by means of selective research, by sampling, supports the observation derived from the final conclusions of the work in progress with respect to the incomplete use of promotion, as instrument of the marketing mix.
The observation is visibly reflected in Table 4 , where we notice that, on the average, at the national level, for both university cycles, bachelor degree and master, continue to be recorded a weak progress in what concerns the increase of the institution visibility.
In this sense, we notice, for instance, a weak dominance of the informal source by the formal source (the value of the average weight of the formal source exceeds by only 10% the value of the average weight of the informal), as well as a weak contribution of the university/faculty official site to increase the institution visibility (maximum weight at the national level for both university cycles is of 40%).
Also, as indicated by the results illustrated in Tables 2 and 6 , the Romanian higher education institutions do not make sustained efforts to access modern marketing instruments.
If we analyze the situation of the participation of these institutions to the educational events, we notice a stagnation of the degree of participation for the last two years, 2009, respectively 2010, at the level of the value of 22.98% (the public sector being better represented than the private one). In what concerns the obtaining of the honorific distinctions ECTS Label and DS Label, by the Romanian universities, the results are null.
We notice that at the national level, for the bachelor degree university cycle, two factors with considerable influence over the candidates' decision to chose a particular faculty/university are established, namely the legal form of the university and the admission modality.
We reiterate the observation captured by the preliminary research and presented in the work in progress, according to which this situation is preponderantly seen in universities that have a consolidated position on the educational market, via certain advantages, among which we can mention: geographic position and supply of an educational offer in a specialization field in which the university has no competition.
The research final results conform, however, a small variation on this statement, in the sense that these advantages confer a statute, considered only by the universities, as monopoly, since from the candidates' perspective, this does not transform into a factor with categorical influence on their decision t enrol in a faculty/university (average weight at the national level of 10%).
The maintaining of the decisional rigidity and the lack of proactive attitude before the evolution of the educational market, of the spatial availability of candidates, but also of unforeseen events with a major impact at the legal and institutional level (for example, the change of the legislative framework), may create a quick and deep unbalance for these universities, which can be felt at different levels, such as: number of candidates, position held, European and international cooperation etc.
The results obtained within the analysis for the master degree university cycle indicated a high interest of the candidates for specialization, on the basis of an increased degree of trust given to the faculty/university, underlined, in its turn, by a relatively important percentage of the insertion of bachelor degree university studies graduates on the labour market.
For these reasons, we can state that the picture of the negative effects mentioned previously for the bachelor degree university cycle can be faded by far, through the adoption in due time of strategic marketing measures.
As a general conclusion, we maintain the statement according to which the Romanian higher education institutions, regardless of their legal form, have not reached the maturity level in using the marketing instruments, which calls for, in a fairly foreseeable future, the need to adjust the manner of using the marketing mix instruments, especially of promotion, which to confer them a better anchoring of these institutions on the educational market.
